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Resumen
Un meta-análisis de la relación entre la satisfacción laboral de los empleados y la 
satisfacción de los clientes se llevó a cabo arrojando una correlación estadísticamente 
VLJQLÀFDWLYDSDUDHVWDUHODFLyQ/RVUHVXOWDGRVVXJLHUHQTXHHOFRQWH[WRGHVHUYLFLRHV
un moderador de la relación entre la satisfacción en el trabajo y la satisfacción de los 
clientes. Algunas implicaciones para el futuro se presentan investigación.
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Abstract
A meta-analysis of the relationship between employee job satisfaction and customer 
VDWLVIDFWLRQZDVFRQGXFWHG7KLVDQDO\VLVSURGXFHGVWDWLVWLFDOO\VLJQLÀFDQWFRUUHODWLRQIRU
this relationship. Results suggest that the service context is a moderator of the employee 
job satisfaction – customer satisfaction relationship in a way that in personal services 
this correlation is stronger than in non-personal services. Some implications for future 
research are presented.
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Introduction
Over the past decades, a growing body of literature (especial-
O\LQWKHÀHOGVRIDSSOLHGSV\FKRORJ\DQGPDQDJHPHQWLQGL-
cates that managerial practices and a climate that focuses on 
service are crucial antecedents of positive customer percep-
WLRQRIVHUYLFHTXDOLW\%RUXFNL	%XUNH+LJKTXDOLW\
exchanges with sales employees often result in customer sat-
isfaction regardless of problems with other aspects of service 
provision, whereas dissatisfying experiences with employees 
possibly can ruin other pleasant service encounters.
According to Magi (2003) and Schneider and Bowen (1995)
sales employees or service providers often are the organiza-
tion in customers’ perception, and their attitudes may leave a 
lasting impression that affects satisfaction, repeat buying, and 
ÀQDQFLDOSHUIRUPDQFH'XHWRWKHUHOHYDQFHRIWKHVHLVVXHV
researchers have dedicated huge effort on investigating the 
relationship between employee job satisfaction and customer 
VDWLVIDFWLRQ3UHYLRXVUHVHDUFKLQFOXGHVÀQGLQJVRIDSRVLWLYH
QHJDWLYHDQGQRQVLJQLÀFDQWUHODWLRQVKLSZKLFKUHVXOWLQGRXEW
WKH LVVXHV RI LWV VWUHQJWK DQG VXEVWDQWLYH VLJQLÀFDQFH3D\QH
	:HEEHU 6LOYHVWUR	&URVV %URZQ	0LWFKHOO
1993). Through this research we expect assess the strength of 
WKHUHODWLRQVKLSVOLQNLQJHPSOR\HHMREVDWLVIDFWLRQWRFXVWRPHU
satisfaction in a meta-analysis of previous studies that corre-
late employee job satisfaction with customer satisfaction.
0HWDDQDO\VLVLVSDUWLFXODUO\XVHIXOZKHQHPSLULFDOÀQG-
LQJVSURGXFHGLYHUJLQJUHVXOWV$WÀUVWSODFHE\HVWLPDWLQJ
the mean values and range of effects for relationships, me-
ta-analysis provides empirical generalizations across mul-
WLSOHVWXGLHV+XQWHU	6FKPLGW,QWKLVZD\LWDOORZV
scholars to estimate true relationships between variables in 
study. Besides, meta-analysis can be used to detect moder-
DWLQJHIIHFWV2VWURII	+DUULVRQ
This analysis will also point out how the relationship be-
tween employees and customer differs across service con-
text, emphasizing conditions in which customer responses 
DUHPRUHVXVFHSWLEOHWRHPSOR\HHVDWLVIDFWLRQ7KHVHÀQG-
ings should provide a support for managers in the creation 
of human resource policy and managing the sales employ-
ees in a way corresponding with customer relationship ob-
MHFWLYHVLQGLIIHUHQWEXVLQHVVVHWWLQJV.XPDU	6KDK
The purpose of this study is, through a meta-analytic 
procedure (1) test the hypothesized relationship between 
employee job satisfaction and customer satisfaction, and 
(2) explore the moderation effect of the service context in 
the employee satisfaction – customer satisfaction relation-
ship. Through this study we will try to answer the following 
UHVHDUFKTXHVWLRQV,WLVSRVVLEOHWRGHWHUPLQHZKHWKHU
existing studies converge on a population parameter? (2) 
Is the service context a moderator of this relationship? (3) 
:KLFKLVWKHQDWXUHRIWKLVPRGHUDWLRQ"
Theoretical framework and hypotheses
Employee job satisfaction – customer satisfaction 
relationship
Employee job satisfaction has been characterized as “a 
pleasurable or positive emotional state resulting from the 
DSSUDLVDORIRQH·VMRERUMREH[SHULHQFHVµ/RFNHS
1300). In other words, employee job satisfaction is an atti-
tude that results from an evaluative process, where some 
FRPSDULVRQVWDQGDUGDERXWWKHZRUNHQYLURQPHQW LVFRP-
SDUHGZLWKWKHDFWXDOO\SHUFHLYHGZRUNHQYLURQPHQW+RP-
EXUJ	6WRFNS:RUNLQJRQWKLVFRQFHSW+XOLQ
and Judge(2003)distinguished that job  satisfaction compri-
ses multidimensional psychological responses to one’s job, 
and that such responses have cognitive (evaluative), affec-
tive (or emotional), and behavioral  components. 
Most researchers accept that job satisfaction is a univer-
sal concept that is comprised of, or indicated by, various 
IDFHWV$FFRUGLQJ WR 6PLWK .HQGDOO DQG +XOLQ ÀYH
facets of job satisfaction are considered: pay, promotions, 
FRZRUNHUV VXSHUYLVLRQ DQG WKH ZRUN LWVHOI /RFNH
DGGVRWKHUIDFHWVVXFKDVUHFRJQLWLRQZRUNLQJFRQGLWLRQV
and company and management.  For the purpose of this 
ZRUN ZH ZLOO FRQVLGHU WKH IROORZLQJ IDFHWV VXSHUYLVLRQ
FKDUDFWHULVWLFVRIWKHZRUNDQGZRUNLQJFRQGLWLRQV3UHYL-
ous research has correlates job satisfaction with customer-
SHUFHLYHG VHUYLFH TXDOLW\ RU FXVWRPHU VDWLVIDFWLRQ&KL 	
*XUVR\+RPEXUJ	6WRFN
&XVWRPHUSHUFHLYHGVHUYLFHTXDOLW\KDVEHHQGHVFULEHG
theoretically as customers’ perceptions of the difference 
between prior expectations and delivered service on dif-
ferent aspects of the service experience(Gronroos, 1982; 
3DUDVXUDPDQ=HLWKDPO	%HUU\%\WKHRWKHUKDQG
customer satisfaction denotes a satisfaction response that 
involves a valuation that a product or service provides a 
´SOHDVXUDEOHOHYHORIFRQVXPSWLRQUHODWHGIXOÀOOPHQWµ2OL-
YHU$FFRUGLQJWRSUHYLRXVUHVHDUFKFXVWRPHUVDWLV-
faction represents an affective state that is the emotional 
UHVSRQVH WR DQ H[SHULHQFH RU D VHTXHQFH RI H[SHULHQFHV
with a supplier. It is produced by the customer’s assess-
ment of the degree to which a supplier’s performance is 
perceived to have met or exceeded some comparison stan-
GDUG&DGRWWH:RRGUXII	-HQNLQV6SUHQJ0DF.-
HQ]LH	2OVKDYVN\
&XVWRPHUSHUFHLYHG VHUYLFH TXDOLW\ DQG FXVWRPHU VDW-
isfaction represent different but intimately related con-
VWUXFWV ZKHUH FXVWRPHUSHUFHLYHG VHUYLFH TXDOLW\ V\P-
bolize a cognitive representation of service delivered and 
customer satisfaction representing the resulting affective 
UHVSRQVH%UDG\.QLJKW&URQLQ+XOW	.HLOORU7KH
idea that employee satisfaction positively affects service 
TXDOLW\DQGFXVWRPHUVDWLVIDFWLRQLVEDVHGRQVRPHFRQFHS-
WXDOPRGHOV DPRQJ RWKHUV WKH VHUYLFHSURÀW FKDLQ DQG
service climate. 
7KHVHUYLFHSURÀWFKDLQIUDPHZRUNFRQVLGHUVWKDWVDW-
LVÀHGHPSOR\HHVDUHPRUHSURGXFWLYHDQGSURYLGHEHWWHU
VHUYLFH TXDOLW\ DQG YDOXH WKDQ OHVV VDWLVÀHG HPSOR\HHV
OHDGLQJWRKLJKHUFXVWRPHUVDWLVIDFWLRQ6FKOHVLQJHU	=RU-
QLWVN\8OULFK7KHVHUYLFHFOLPDWHIUDPHZRUN
holds that employee perceptions of management support 
and facilitation of service performance leads to favorable 
customer reactions. According to Towler, Lezotte, and 
%XUNHVHUYLFHFOLPDWHLVGHÀQHGDVVKDUHGHPSOR\-
ee perceptions of those practices, procedures, and be-
haviors that are expected, supported, and rewarded with 
UHJDUGWRFXVWRPHUVHUYLFHDQGFXVWRPHUVHUYLFHTXDOLW\
7KLV SRLQW RI YLHZ LV VLPLODU WR WKH VHUYLFHSURÀW FKDLQ
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EXW LV FOHDUHU DERXW KRZ VSHFLÀF HPSOR\HH SHUFHSWLRQV
of managerial policies and the organizational environment 
promote positive customer responses.
&RQVLVWHQWZLWKWKHVHUYLFHSURÀWFKDLQDQGVHUYLFHFOL-
PDWHSHUVSHFWLYHVWKHÀUVWK\SRWKHVLVLVDVIROORZ
H1: Employee satisfaction is positively correlated 
with customer satisfaction.
The employee satisfaction – customer satisfaction 
relationship across services contexts.
The characteristic of interactions between employees and 
FXVWRPHUV YDULHV DFURVV VHUYLFH FRQWH[WV /RYHORFN 
RIIHUVDXVHIXOFODVVLÀFDWLRQRIVHUYLFHVZKHWKHUDVHUYLFH
is performed on a person (e.g. medical services, educational 
services) or on possessions (e.g. computer repair) constitu-
tes a major distinction. Personnel services implicate closely 
interactions between employees and customers, in this case 
the employee and the customer are involve in close inter-
personal contact in each encounter, which provides oppor-
tunity for affective cues to be communicated. In contrast, 
when service is performed on possessions, personal contact 
between employee and customer is more limited in scope 
and duration. Under these circumstances, employees may be 
able to hide true emotions that are counter-normative for 
WKHVLWXDWLRQWKURXJKHPRWLRQDOODERU+RFKVFKLOG
By the other hand, in personal services, customers can 
observe the processes and outcomes of service delivery, 
while in services performed on possessions the complete 
SURFHVVHVIUHTXHQWO\WDNHSODFHLQDPDQQHUWKDWLVLQYLVLEOH
to the customer, whereas customer interactions occur in a 
IURQWRIÀFHVHSDUDWHIURPWKHSODFHZKHUHWKHVHUYLFHLV
performed. Based on the previous discussion, we propose 
the following hypothesis:
H2: The relationship between employee satisfaction 
and customer satisfaction is stronger in personal 
services than in non-personal services. 
7KHSURSRVHGWKHRUHWLFDOPRGHOLVSUHVHQWHGLQÀJXUHEH-
low these lines:
EmployeeSatisfaction CustomerSatisfaction
Servicecontext
+
+
Figure 1: Proposed theoretical model.
Method
Database Development and Inclusion Criteria
To develop the database we considered journals that typica-
lly publish studies of employee job satisfaction and customer 
VDWLVIDFWLRQDQG IRFXVRQJHQHUDOPDQDJHPHQW LVVXHV:H
DFTXLUHGSXEOLVKHGHPSLULFDOVWXGLHVRIVHUYLFHFOLPDWHDQG
VHUYLFHSURÀWFKDLQ WKURXJKDYDULHW\RI VRXUFHV)LUVWZH
searched the ABI/INFORM, EBSCO, JSTOR, and Science Direct 
databases for studies on this topic published between 1995 
DQGXVLQJPXOWLSOHNH\ZRUGVWRLGHQWLI\UHOHYDQWDUWL-
cles. Second, we manually searched abstracts from the set 
of journals. Finally, we examined the references from the 
DUWLFOHVLGHQWLÀHGLQWKHVHSUHYLRXVVWHSVWRORFDWHDGGLWLRQDO
studies that the other searches were unable to capture. 
Studies were included in the meta-analysis if they met the 
IROORZLQJFULWHULD:HLQFOXGHGLQWKHPHWDDQDO\VLVRQO\
studies that reported the r-family of effects, such as correla-
WLRQFRHIÀFLHQWV5RVHQWKDO6HYHUDOVWXGLHVFRXOGQRW
be included because their results only included multivariate 
PRGHOV:HLQFOXGHGRQO\WKHDUWLFOHVWKDWDQDO\]HGWKH
employee satisfaction – customer satisfaction relationship at 
the organizational level of analysis so that results from re-
VHDUFKZLWKLQFRPSDUDEOHJRDOVZHUHQRWDJJUHJDWHG+XQWHU
	 6FKPLGW  7R DGGUHVV WKH SUREOHP RI FRQFHSWXDO
replication, we ascertained that studies were independent 
and had no overlapping samples. If multiple studies were 
based on the same dataset with the same variables, we in-
cluded only the effect size of one study. If datasets were the 
same but variables differed, we maintained the effect sizes 
separately. Total cumulative sample size across all studies 
DPRXQWHG WR ÀUPV (DFK RI WKH VWXGLHV XVHG LQ WKLV
meta-analysis was read and coded by the author for inter-
dependence, sample size, reliabilities of independent and 
dependent variables, level of analysis, and effect sizes. Sam-
SOHVL]HVZHUHGLUHFWO\WDNHQIURPWKHPHWKRGDQGUHVXOWV
VHFWLRQVRIWKHDUWLFOHVLQFOXGHG&ODVVLÀFDWLRQRIWKHVWXG\
variables was based on the descriptions of the measures. For 
most of the variables of interest, we followed widely accept-
HGGHÀQLWLRQVGHVFULEHGLQSDVWUHVHDUFK
The variables used in this study were the following:
Employee job satisfaction: measured as feeling or af-
IHFWLYHUHVSRQVHVWRZDUGFRPSRQHQWVRIWKHZRUNVLWXDWLRQ
satisfaction with the job, satisfaction with physical environ-
ment and management style, or satisfaction with customer 
relationship day to day activities, as independent variable. 
These categories of the employee job satisfaction are re-
lated to the facets that we mentioned before: supervision, 
FKDUDFWHULVWLFVRIWKHZRUNDQGZRUNLQJFRQGLWLRQV
Customer satisfaction: measured as satisfaction with the 
company’s service, products, and the company, satisfaction 
with the service relative to the customer expectations, and 
FXVWRPHUSHUFHSWLRQRIVHUYLFHTXDOLW\DVGHSHQGHQWYDULDEOH
Service Context: categorical variable used for analyze 
WKHPRGHUDWLRQHIIHFW7KLVYDULDEOHFRXOGWDNHWKHIROORZ-
ing values: personal, or on possessions (non-personal).
,QDGGLWLRQWRFRUUHODWLRQFRHIÀFLHQWVLQIRUPDWLRQRQWKH
moderator was coded for each study; studies were not forced 
into moderator categories. The moderator used was service 
context, and its categories: personal or on possessions. 
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Data analysis procedure
5DMX %XUNH 1RUPDQG DQG /DQJORLV·PHWDDQDO\WLF
procedure (RBNL) was used to conduct tests of the hypothe-
ses. This procedure uses sample statistics including availa-
ble information on sample-based artifacts (e.g., dependent 
variable reliabilities) to estimate individually corrected 
effects with standard errors for the individually corrected 
HIIHFWV 6XEVHTXHQWO\ WKLVPHWDDQDO\WLF SURFHGXUH FRP-
putes sample-size weighted estimates of the mean and va-
riance of corrected effects. In contrast, most other meta-
analytic procedures rely on distributions of hypothetical 
artifact values (as discussed in more detail in (Raju, Pappas, 
	:LOOLDPV  IRU HVWLPDWLQJ WKHPHDQ DQG YDULDQFH
of corrected effects. Noteworthy, the RBNL meta-analytic 
SURFHGXUHSHUPLWVWKHFRQVWUXFWLRQRIDFRQÀGHQFHLQWHUYDO
around the estimated mean corrected effect.
For using the RBNL meta-analytic procedure, all study 
HIIHFWVL]HVZHUHÀUVWFRQYHUWHGWR3HDUVRQFRUUHODWLRQVEH-
cause this procedure is easily applied to correlational data 
FRUUHFWHGIRUXQUHOLDELOLW\&RQVHTXHQWO\DOOUHVXOWVDUHUH-
ported in terms of correlations. Also, these meta-analyses 
only involved corrections for sampling error and, where 
available, criterion unreliability. The average criterion reli-
ability from available studies was substituted for missing 
criterion reliability values.
Results
Table 1 shows the meta-analytic results for the correlation 
between employee job satisfaction (independent variable) 
and the dependent variable customer satisfaction. Table 2 
SUHVHQWVPHWDDQDO\WLFUHVXOWVIRUWKHLQÁXHQFHRIWKHVHU-
vice context as moderator of the relationship between em-
SOR\HHMREVDWLVIDFWLRQDQGFXVWRPHUVDWLVIDFWLRQ:HXVHG
DFRQÀGHQFHLQWHUYDOWRGHWHUPLQHWKHVLJQLÀFDQFHRI
the employee job satisfaction – customer satisfaction rela-
WLRQVKLSFRQVLGHULQJDVVWDWLVWLFDOO\VLJQLÀFDQWFRUUHODWLRQ
if the interval does not include zero.
Hypothesis 1: Employee job satisfaction – 
Customer satisfaction relationship
For this hypothesis, it was expected a positive and signi-
ÀFDQW FRUUHODWLRQEHWZHHQHPSOR\HH MRE VDWLVIDFWLRQ DQG
customer satisfaction. There was support for this hypothe-
VLVZKLFKPHDQVWKDWFRQÀGHQFHLQWHUYDOIRUWKHPHDQ
correlation of all studies did not includes zero. For this rela-
tionship, through this meta-analytic procedure it was obtai-
QHGDSRVLWLYHDQGVLJQLÀFDQWPHDQFRUUHODWLRQZKLFKLQ-
dicates that higher employee satisfaction will lead to more 
VDWLVÀHGFXVWRPHUV
8VLQJWKH5RVHQWKDO·VIRUPXODSWRFDOFXODWH
the number of studies averaging null results that must be 
LQWKHÀOHGUDZHUVEHIRUHWKHRYHUDOOSUREDELOLW\RID7\SH
,HUURUEURXJKW WRDQ\GHVLUHG OHYHORI VLJQLÀFDQFH LQ WKLV
case p=0,05ZHREWDLQHGD)DLO6DIH1RIVWXGLHV LQ
RWKHUZRUGVLWZRXOGEHQHFHVVDU\WRLQFOXGHXQNQRZQRU
unpublished studies of the same relationship with a true rc=0 
WRREWDLQDFRQÀGHQFHLQWHUYDOHQRXJKWRLQFOXGH]HUR
It is important to mention that in this meta-analysis the ob-
tained value of Fail-Safe N is enough bigger than the number 
of studies that we used, which is why it can be considered 
WKDWZH FDQ KDYH FRQÀGHQFH LQ WKHPHWDDQDO\WLF FRQFOX-
VLRQVUHDFKHGRQWKHEDVLVRIWKHSXEOLVKHGHYLGHQFH/HRQ	
2ONLQ$GGLWLRQDOO\WKHORZHUFUHGLELOLW\YDOXHRI
the mean of rho is 0,108; which in this case is bigger than 0 
indicating that the credibility interval does not includes zero 
which is a support for the generalization of this results, or in 
other words this value proves the robustness of the obtained 
UHVXOWV$VKZRUWK2VEXUQ&DOOHQGHU	%R\OH
Table 1: 5HVXOWVIRUWHVW+\SRWKHVLV
N N Mr MŬ SEŬ
95% 
FRQÀGHQFH
Interval
Fail-
Safe 
N
90% Lower 
Credibility 
Value
L U
9 1483    0,222   0,108
Hypothesis 2: Moderation effect of the service 
context
This hypothesis predicted that the relationship between em-
ployee satisfaction and customer satisfaction will be stronger 
in personal services than in non-personal services (on posses-
sions). There was support for this hypothesis, which means 
WKDWFRQÀGHQFHLQWHUYDOIRUWKHPHDQFRUUHODWLRQRIGL-
vided samples did not include zero, and did not overlap each 
other. For test the moderation effect, we divided the stu-
dies according the service context, which results in two sub-
samples one for personal services and the other for services 
RQSRVVHVVLRQV:HFRPSXWHGWKHPHDQFRUUHODWLRQDQGWKH
FRQÀGHQFHLQWHUYDOIRUHDFKVXEVDPSOHDQGZHREWDL-
ned the following: (1) the mean correlation of the employee 
job satisfaction – customer satisfaction relationship in perso-
QDOVHUYLFHVZDVDQGWKHUDQGRPVWDQGDUGHUURURIWKH
PHDQRIUKRZDV7KHPHDQFRUUHODWLRQRIWKHHP-
ployee job satisfaction – customer satisfaction relationship 
in non-personal (on possessions) services was 0,159 and the 
UDQGRPVWDQGDUGHUURURIWKHPHDQRIUKRZDVZKLFK
indicates that in personal services the level of employee job 
satisfaction has a higher impact on the customer satisfaction 
when comparing with non-personal services.
Table 2: Results for test Moderation Effect of the service 
context
N Total N
Service
Context Mr MŬ SEŬ
95% 
FRQÀGHQFH
intervalforMr
L U
5  Personal 0,439    
4  OnPossessions 0,140 0,159  0,125 0,193
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Conclusions
This meta-analysis gathered and summarized the outputs of 
empirical research on the relationship between employee 
job satisfaction and customer satisfaction in order to provi-
de information for theory development and future research 
in this area. Results indicate that theory accumulation and 
WKHRU\EXLOGLQJLQWKLVÀHOGLVSRVVLEOHDQGWKDWPRUHHOD-
borate research toward developing reliable theories should 
be conducted.
7KHPHWDDQDO\VLVLQGLFDWHVWKDWVLJQLÀFDQWSRVLWLYHHI-
fects support the hypothesis of the relationship between 
employee job satisfaction and customer satisfaction. The 
DQDO\VLVDOVRVKRZVVLJQLÀFDQWYDULDELOLW\LQWKHVWUHQJWKRI
this relationship over service context, which support hy-
pothesis 2.
The results suggest that managers would be advised to 
WDNHDFWLRQVWKDWDUHOLNHO\WRLQFUHDVHIURPWKHMREVDWLVIDF-
WLRQRIFXVWRPHUFRQWDFWSHUVRQQHO'RLQJVRDSSHDUVOLNHO\
to increase from customer satisfaction and perceptions of 
VHUYLFHTXDOLW\0DQ\ W\SHVRIPDQDJHULDO SURFHGXUHV FDQ
SRWHQWLDOO\ HQKDQFH HPSOR\HH VDWLVIDFWLRQ DQGZRUNIRUFH
PRUDOH +XVHOLG3IHIIHU0DQDJHULDOSROLFLHV
and actions that clearly explain role expectations and pro-
vide material and psychological support for employees are 
of primary importance. Promoting an organizational envi-
URQPHQWLQZKLFKVHUYLFHTXDOLW\DQGFXVWRPHUVDWLVIDFWLRQ
are primary goals, and in which employee efforts to provide 
solutions for customers are supported, recognized, and re-
ZDUGHGLVLPSRUWDQW6FKQHLGHU	%RZHQ
Limitations and implications for future research
The number of studies included in the meta-analysis is 
reduced, which could diminish the power of the results 
even when they are representative studies in the literature 
and have been cited by many authors.
:HRQO\ FRQVLGHUHG WZR W\SHVRI VHUYLFH FRQWH[WSHU-
sonal or on possessions, but other typologies exist. Results 
FRXOGEHVLJQLÀFDQWO\GLIIHUHQWDOVRIRURWKHUW\SHVRIRUJD-
nizations, which open a window for a future research.
The present study revealed that the relationship be-
tween employee job satisfaction and customer satisfaction 
LVQRWHTXDOLQSHUVRQDODQGRQSRVVHVVLRQVVHUYLFHVLWFRXOG
EHQHFHVVDU\WRGHYHORSVSHFLÀFWKHRU\WKDWWDNHVLQWRFRQ-
sideration the differences between the service contexts.
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